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摘 要 
随着经济全球化的快速发展，企业间的竞争由供应链内部逐渐延伸到供应链
外部。链外企业的进入威胁引起了国内外许多学者的关注，并进行了一系列的研
究，但是这些研究主要是建立在单渠道供应链的基础之上，加之网络直销渠道的
广泛运用，因此有必要在双渠道背景下研究链外企业进入行为。基于这些，本论
文在双渠道供应链的背景下，研究外来制造商的进入方式对在位供应链成员的影
响，并且从不同成员视角考察外来进入策略和在位阻止策略。 
首先，考虑当外来制造商分别从传统渠道和直销渠道进入市场时，构建模型
求解得到供应链各成员的最优反应函数。结果表明外来制造商的进入造成在位产
品在双渠道上的产品批发价和直销价降低，产品需求减少。对零售商来说，当外
来制造商进入传统渠道时，在位产品在传统渠道上价格降低，需求减少；当外来
制造商进入直销渠道时，零售商的单位产品收益和产品销量都不变。 
其次，分析产品的质量系数、网络接受度及渠道成本对外来制造商进入策略
的影响。结果表明外来制造商在网络接受度较高时进入直销渠道比较有利，在网
络接受度较低或者网络接受度和产品质量系数都较高时进入传统渠道相对有利。 
最后，从在位制造商视角研究外来制造商进入不同渠道时的阻止策略。结果
表明当进入成本较低时，在位制造商无法阻止外来制造商进入；当进入成本过高
时，在位制造商不用改变定价即可阻止进入；而当进入成本适中时，在位制造商
可以通过降低产品在直销渠道上的零售价达到阻止进入的目的。 
本论文旨在揭示双渠道背景下研究链外企业进入以及在位阻止的策略，丰富
了该领域的理论成果，所得到的相关结论对实际有指导意义。 
关键字：双渠道定价；链外进入；阻止策略 
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Abstract 
With the rapid development of economic globalization, competition among 
enterprises gradually extended by the internal supply chain to the external supply 
chain, External enterprises’ entry threats are recognized and regarded by more and 
more enterprises. Domestic and foreign scholars have conducted a series of studies, 
but these studies mainly based on single-channel supply chain. However, with the 
wide promotion of the network channel, it is necessary to study external enterprises’ 
entry threats under dual-channel supply chain. In view of this, this thesis studies the 
impact of external enterprises’ different entry strategies on incumbents, analyzes the 
optimal entering strategy and deterrence strategy from different perspectives 
respectively under dual-channel supply chain. 
Firstly, this thesis discusses the members’ optimal decision valuables under two 
different entry strategies: traditional channel and network channel. The result shows 
that the entry of external manufacturer reduces the incumbent product’s wholesale and 
direct channel price, causing demand reduced. When external manufacturer entries 
traditional channel, the selling price and demand of incumbent product reduced, while 
entries network channel, the demand and unit income remain unchanged. 
Secondly, the thesis analyses the impact of channel cost, product quality and 
network acceptance on entry strategy. The result shows that it is more favorable to 
select network channel when network acceptance is high, and it is more favorable to 
select traditional channel when network acceptance is low or network acceptance and 
product quality both remain high. 
Finally, the thesis studies the incumbent manufacturer’s optimal deterrence 
strategy when facing the entry threat of external manufacturer. The result shows that 
the incumbent cannot deter the external manufacturer from entering the market when 
channel cost is low, and the incumbent need not to deter when channel cost is high. In 
addition, the incumbent can reduce the selling price to deter the entry when the 
channel cost is moderate. 
This thesis aims to reveal entry and deterrence strategies from different members’ 
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perspectives under dual-channel supply chain and the results have practical 
significance. 
Key words: Dual-channel Pricing; External Manufacturer Entering; Entry Deterrence
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